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Objectives 


ilSiiiSIM 






• To examine diffci'ences between Retail Masters and 
non-Retail Masters accounts, in terms of: 

• Retailer service expectations/satisfaction 

• Retailer perceptions of the R.M. program 

• To examine strengths and weaknesses of the R.M. 
program 

• Strengthen R.M. selling story to atlract^e) non-R.M. 

y 

w 



accounts 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Methodology 



• In-store interviews with convenience store retailers 


• July 3lst-August 28th, 1995 

• 511 store level owners/managers (quantitative) 
• Store level analysis locus; 

• Retail Masters vs. non-Retail Masters accounts 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Presentation Contents 






.j MSaBSMffl 






• Key Findings — "The Story" 

• Detailed Store Level Findings 

• Support Services Expected 

• Peiformance Ratings 

• Expectation/Performance Gaps 

• Retail Masters General Benefits/Problcms 

• Retail Masters Elements Feedback 

• Summary 

• Recommendations 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 


The Story 















For R.M. accounts: 

• Retailers expect informed sales reps, who visit 
regularly , and PM is highest-rated company 




Oversatisfying nieichandising expectations ^ 

R.M. accounts feel the program helps sales/profits 

• Payments and promotions seem most popular 
elements — visibility, category management 
principles less recognized 

PM not perceived as helping grow total cigarette 
category (RJRAbetter here) 






-— 

• PM perceived poorly on flexibility 
For non-R.M. accounts: 

• Weaker pej ception of R.M. benefits 

• Non-R.M. accounts prefer RJR (and B&W) to PM 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Support Services 



from Cigarette Companies 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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The Story — Service 
Expectations 



• Retailers have highest expectations for sales rep.-related 
activities 


• Highest retailer expectation is for informed 
manufacturer sales reps. 

• R.M. and non-R.M. accounts rank important services 
similarly 

• R.M. accounts have slightly higher service 
expectations 

• Both place relatively low emphasis on merchandising 
activities (relates to PM's objectives for the Section 
23 test) 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 





Overall. Retailers have the highest expectations for "informed customer service reps 0 "providing 
on-time deliveries" and "responding quickly to inquiries" b 


SERVICES EXPECTED FROM CIGARETTE COMPANIES 
-By Total Sample (% with High Expectations- ! 0.9,8)- 


Support Services with Higher Expectations 

Informed customer service reps 
Provide on-time deliveries 
Respond quickly to inquiries/problems 


-'-rn' 

Mi i lli 


' i i r " " I ii I I 
f ‘-' I - . ■-■>1 :(!:.• 


T" 


74 

73 


Make certain sales reps visit regularly 
Monetary incentives for increased sales 
Be a company that is flexible to your needs 
Suggest ways to increase category sales 

Services with Lesser Expectations 



Provide easily understood paperwork 
Put fixtures in store on timely basis 
Help put up signage/other POS materials 
Provide ways to reduce supply chain costs 
Help with in-store merchandising/re-stocking 



66 


82 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Retailers place the highest service expectation on a cigarette company’s customer service rep support. Lowest service! 
expectations are apparent for in-store merchandising activities. Non-RM retailers generally have lower expectation ! 
levels, but their ranking of the various services varies little from RM retailers. j 

SERVICES EXPECTED FROM CIGARETTE COMPANIES 


(% with High Expectations -10/9/8) 


Support Services with Highest Expectations 
Informed customer service reps 
Provide on-time deliveries 
Respond quickly to inquiries/problems 
Make certain sales reps visit regularly 
Be a company flexible to your needs 
Monetary incentives for increased sales 
Provide easily understood paperwork 
Services with Lesser Expectations 

Suggest ways to increase category sales 
Put fixtures in store on timely basis 
Help put up signage/other POS materials 
Provide ways to reduce supply chain costs 
Help with in-store merchandising/re-stocking 





n-’ 


84 






61 


..'n 74 

H 71 

I 67 

71 

64 

”*1 69 

■I 69 

68 


66 

64 


62 


■ 5 / 
'’'■T 59 
I 54 

58 

I 54 


42 

37 


Retail Masters Plan Members MNon-RM Plan Members 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 













Support Service Categories 

and Attributes 


2041788111 






Support Service^Driven 

• Company is riexihie to your needs 

• Sales reps, are informed and knowledgeable ^ 

• Sales reps; visit regn^^ 

• Respond quickly to service inquiries or problems 
1^’inancial Rewar d'ISxpectitig’ ^ 

• Help increase total cigarette category sales 

• Provide ways to reduce supply chain costs 

• 01 ter monetary incentives for increased sales 
T ask Relief/No Added Responsibilities 

• Put fixtures in your store on a timely basis 

• Help put up signage and Other POS 

• Help with iivslorc merchandising and shelf restocking 
'Stoic RITicienev 

• Provide orutime deliveries 

• Provide easily understood paperwork 




I - 6 . 







Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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The Story — Service 
Performance 






• R.M. accounts very positive about PM's service 
performance 

• Higliest ratings I'oi” informed TSMs, quick response 
to problems, $ incentives 

• For R.M. accounts, PM is meeting most expectations 

• Opportunity to improve flexibHity and "category 
consulting" aspects 

• Non-R.M. accounts rate RJR much higher than PM 

• For non-R.M. accounts, there are significant 
expectation/performance gaps 

• Especially for I'esponsiveness and Hexibility 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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RM Plan Members rate Philip Morris better than RJR & B&W on all support services, particularly on having Informed 
customer service reps, responding quickly to inquiries and monetary incentives for increased sales. 


EVALUATION OF CIGARETTE COMPANIES PROVIDING SERVICES WITH HIGHEST EXPECTATIONS 
-By Retail Masters Members (% with Positive Evaluation-10/9/8)- 


Support Services with Highest Expectations 
(Based on Rating) 

Informed customer service reps 



Provide on-time deliveries 


Respond quickly to inquiries/probiems 


Make certain sales reps visit regularly 

Be a company flexible to our needs 



Monetary incentives for increased sales 



Provide easily understood paperwork 



62 


□Philip Morris 
HRJR 
□ B&W 


Note; Ratings for RJR and B&W are significantly different from PM at 95% confidence level on all services 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Non-RM retailers rate RJR substantially better, and B&W similarly, on ail of the most important support services. 


EVALUATION OF CIGARETTE COMPANIES PROVIDING SERVICES WITH HIGHEST EXPECTATIONS 

-By Non-RM Members (% with Positive Evaluation-10/9/8)- 


Support Services with Highest Expectations 
(Based on Rating) 

Informed customer service reps 

Provide on-time deliveries 



Respond quickly to inquiries/problems 


Monetary incentives for increased sales 


Make certain sales reps visit regularly 


Suggest ways to increase category sales 


Be a company flexible to your needs 



□ Philip Morris 
■RJR 

□ B&W 


Note: Ratings for RJR are significantly different from PM at 95% confidence level on all services 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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RM Plan Members also give Philip Morris a better evaluation on providing those services of lesser importance, 
particularly the merchandising activities. 


EVALUATION OF CIGARETTE COMPANIES PROVIDING SERVICES OF LESSER EXPECTATIONS 
-By Retail Masters Members (% with Positive Evaluation-10/9/8)- 


Services of Lesser Expectations 
(Based on Ratings) 

Suggest ways to increase category sales 



Put fixtures in store on timely basis 


Help put up signage/other POS materials 



Provide ways to reduce supply chain costs 



Help with in-store merchandising/re-stocking 



. 


38 V|/ 


58 


□ Philip Morris E3RJR □B&W 


Note: Significantly different from PM at 95% confidence level 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Non-RM Members also rate RJR better, and B&W similarly or better, on the support services of lesser importance. 


EVALUATION OF CIGARETTE COMPANIES PROVIDING SERVICES OF LESSER EXPECTATIONS 

-By Non-RM Members (% with Positive Evaluation-10/9/8)- 



Provide ways to reduce supply chain costs 



- I 

19 






20 


24 


Help with in-store merchandising/re-stocking 




29 


44 V 


32 


□ Philip Morris SRJR DBaW 


V Note; Significantly different from PM at 95% confidence level 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Service Imagery of Cigarette Companies 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Service Imagery of Cigarette Companies 

Non Retail Masters Members 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Although Philip Morris is the rating standard setter in terms of retailer support services, there is room for improvemrait 
when viewing PM ratings vs. retailer expectations. 


G AP BETWEEN EXPECTATIONS AND EVALUATION OF PHILIP MORRIS 

RETAIL MASTERS MEMBERSHIP 


SUPPORT SERVICES WITH HIGHEST EXPECTATIONS 

Members 

(371) 

Non-Members 

(140) 

5a 

Informed customer service reps 

-8 

-31 

Provide on-time deliveries 

6 

-21 

Respond quickly to inquiries/problems 

-11 

-42 

Make certain sales reps visit regularly 

-8 

-33 

Be a company flexible to your needs 

-15 

-34 

Monetary incentives for increased sales 

-10 

-31 

Provide easily understood paperwork 

-6 

-21 

SERVICES WITH LESSER EXPECTATIONS 



Suggest ways to increase category sales 

-12 

-30 

Help put fixtures in on timely basis 

-1 

-21 

Help Put up signage/other P.O.S. materials 

-h8 

-25 

Provide ways to reduce supply chain costs 

-20 

-36 

Help with in-store merchandising/re stocking 

+ 16 

-8 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 






Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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The Story - Retail Masters 
General Benefits/Problems 



|R.M. accounts see key benefits as: 

: • Increased store traffic, promo, support, payments 

Non-R.M. accounts less likely to see benefits 

• Still, over half do perceive positive R.M. asp^ts, 
mainly increased store trallic due to promotional 
offerines , 




': Roth ,mentioned p i obldhs with f'R.M. 

. d-AAl/ib ’UA-t/i 

• C accounts), , 


I 1 ! 


i nf I ex ib i 1 i ty ( non- R, M. accou n t s) 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 





Both Plan Members and Non-Plan Members feel the main benefits of, or reasons for joining, Retail Masters is that the 
program helps increase store traffic and sales, mainly through its promotions and promotional support. 



-Major Mentions- 


RETALL M AS 1ERS 


Mentioned a Benefit 


RETAIL MASTERS MEMBERSHIP 


Members 

(371) 

% 


Non-Members 

(140) 


ams/Promt 


Incentive programs increase traffic 
yo Good promotions create sales/interest 

rffmoTk/. ^, 

pnces help sales 
Promotional Support (Net) 
Program/Promotional Monies/Deals tSubnetl 
Offers good deals/allowances 


No benefits mentioned 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 




, 2,0 

A large proportion of both Retail Masters Members and Non-Members have no-problem-with the program 




do, Plan Members most often mention "Poor counter displays 
not responsive or flexible 


Of those who 

while Non-Members with complaints feel Philip Morris is 



PRORr.KMS OR REASONS FOR NOT JOINING RETAIL MASTERS 

- Mt^jor Mentions- 


RETAIL MASTERS MEMBERSHIP 



Members 

Non-Members 


(37!) 

(140) 


%. 

% 

Mentioned a Problem 


43 

Poor Counter Disnlavs (Net) 

16 

2 

Too much space 

7 

6 

Too easy to steal from 

10 

2 

Comoanv is Not Resoonsive/Flcxible (Net) 

2 

18 

Problems with Sates Reos (Net) 

7 

ii 

Poor Proei-am/Pi-oinotions/Monies/Deals (Net) 


11 

No problems mentioned 

58 

46 


'j 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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The Story — Retail Masters 

Elements 

* Most R.M. accounts are positive about R.M. 
requirenients and features 

• Marlboro in# I position usually perceived as 
increasing total sales 


R.M. increases store profits and provides competitive 


: -ad vrmtage 

• R.M. payments/frequency seen as good 

• Non-compliance procedure seen as fair 

Low store level awareness of Flex Funds aspect 

R.M. accounts don’t feel that R.M. helps them manage 
inventoiy or do job better 

R.M. accounts want improved counter displays 


U 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 




The Story — Retail Masters 
Elements (cont'd) 
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♦. Non-R.M. accounts see less benefit in R.M 
iiclcmcnts 


• Inflexibility is top problem 

• Non-compliance process not viewed 
positively 


A- V-'? ' 



General negative PM "halo effect" 

• Dissatisfaction with sales visit frequency 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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The vast majority of RM Plan Members feel the plan's requirements are fair, understandable and reasonable, 
However, they do not feel that the requirements help them manage their inventory better. 

EVALUATION OF RETAIL MASTER'S PLAN REQUIREMENTS 
-By Retail Masters Members- 


Statements Relating to Requirements 

Providing invoices/volume info is understandable 68 


The facing and display requirements are fair 62 


Payments are worth the requirements 61 


Requirements mean we can manage inventory better 




iBlAgree Strongly/Somewhat ODisagree Strongly/Somewhat 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Retail Masters Plan Members are also very positive toward the plan’s features and its impact on their store, particularly its 
profits. However, they do not strongly feel that it helps them to do their job. 


EVALUATION OF FEATURES AND IMPACT OF RETAIL MASTERS 

-By Retail Masters Members- 


Statements Relating to Features 

Program is easy to understand 

Recognizes contribution of entire category 

Frequency of payments is about right 

Amount received for participation are about right 

Paperwork/administration takes a lot of time 

Statements Relating to Plan's Impact 

Plan increases my store's total profits 
Participation gives store a competitive 

Plan helps me to do my job 
Business would be better off without the plan 



lAgree Strongly/Somewhat □Disagree Strongly/Somewhat 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 









2041988131 


A large proportion of both RM and Non-RM retailers feel the shelf placement and P.O.S. requirements of Retail Masters increase total 
cigarette category sales. 


EFFECT OF SHELF PLACEMENTS AND P.O.S. REQUIREMENTS UPON TOTAL CIGARETTE CATEGORY SALES 

~{% Saying Increases Total Cigarette Category Sales)- 



Marlboro fixture in 
#1 location 


Signage in #1 
' indoor and 
outdoor location 


Basic in #1 
discount spot 


Share of facings 
based on 
volume 


Cl Retail Masters Plan Members ■Nun-Retail Masters Plan Members 


T' Note: Significantly different at 90% confidence level 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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:-^ 

Less than one of three RM Plan Members are aware of Flex Funds. Awareness is 
almost non-existent among Non-Members (although some incorrectly think they use it). 
However, most Plan Members who are aware of Flex Funds use it. 


AWARENESS AND USAGE OF FLEX FUNDS 
-(% saying that:)- 



Retail Masters 
Plan Members 








Non-Retail Masters 
Plan Members 


lUse Flex Funds ’^Aware, Don't Use 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Most RM Plan Members think the Retail Master's non-compliance termin^ion policy is good. I^wever, a substantial 
proportion of both Members and Non-Members do feel it is a bad pc^y 


REACTION TO RETAIL MASTER'S NON-COMPLIAnCE^ERMINATION POLICY 

-(% saying the policy is:)- 


vj ^ ^ 

acA O-' 




JubvdbAjJ- 

/jyvAhJ^ 


Retail Masters Non-Retail Masters 

Plan Members Plan Members 

■A Good Policy HA Bad Policy ED No Opinion 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 









The reasons given for believing the non-compliance terrain 
with Philip Morris - the rules are not flexible or allowed t 
displays are easy to steal from. One of five also feel that en^ 
compliance. 


. \ / 7 

on policyybeing bad mirror those for the general problems 
ac^usltd bas^ upon the stories layout and the counter 

warning is not given before charging the store with non- 


REASONS RETAIL MASTERS NON-COMPLIANCE TERMINATION 

- Major Mentions- 


f 


LICV IS BAD 


Not Rr^ponsive/FIexible (Net) 

Not flexible/too dictatorial 
Should be on case-to-case basis 

Unfair Counter Display Requirements (Net) 

Must keep display where they put it 
Too much theft from display location 
Don’t have time to keep displays filled 

Unfair Penaltv/Waming Notice (Net) 

Not enough time to correct problem 
Sometimes not warned 


Members 

Non-Men 

(95) 

(53) 

% 

% 

M 

57 

25 

42 

16 

15 

n 

15 

16 

13 

16 

4 

8 

2 

21 

13 

12 

8 

8 

4 


^ tPCtL. til 





Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Although generally positive regarding the program, 7 of 10 Plan Members made recommendations for improving Retail 
Masters. "Offer more and better promotions" and "Improving counter displays" were the two most often mentioned 
suggestions. Non-Members feel the program is not flexible enough and they also feel they are not contacted by a sales rep 
often enough. 


DESIRED CHANGES IN RETAIL MASTERS 


Made a Recommendation 

Offer More/Better Promotions (Netl 

Improve Counter Displays (Net) ^ rv ^ 

Wi\ 

Make displays theft proof / vj 

Improve Sales Reps Performance fNet) 

Reps should visit/call more frequently 

Make Program More Responsive/Flexible (Net) 

A more flexible program 
Be more responsive to our needs 

I 

Everything is fine/no changes recommended 


- Major Mentions- 

RETAIL MASTERS MEMBERSHIP 


Members 

Non-Members 

(371) 

(140) 

% 

% 

70 

87 

35 

27 

21 

11 

9 

1 

14 

2S 

5 

19 

ii 

24 

6 

14 

2 

8 

30 

13 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 




Retailer Feedback — R 

Improvements 
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> O rier Morc/Better Promotions 


08991 



promotions. When 


pie our cigarette 


at least once a 

■ : 


"More price redu ctions an 
we "et ihe MarlboroWaiv^ 

_-4- ' -fl « * ■ ■ ' . . ' 


quarter." 

• "They sliould offer more buy one get one free rather 
than discounting." 

» Counter Displays 

• "Let's not keep so many cigarettes in our counter 
racks, to reduce shoplifting." 

^A^^; «>‘"They make a l?ig fu^ about th^i|act that y^ 

aVi(a;^xrom Id 

' " the but oiidhe odjdr um 

0" ; '- tying promotidnM M 
^ bjgarettes ()ndhe cottnier 




read 


insist 


ax 




aceessibld to kids./ 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 










Retailer Feedback - R.M. 
Improvements (cont'd) 
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mt>rov< 


les Rei 


manct 


* JVlaKe 


"Chantte some of iheir representatives' attitudes. 

They are too pushy - they think their company is 
better than the t)thers when that is just not the case." 

> "The biggest thing is to see afep. come by. When 
they don't come, I don't know what they are 
otrering." 

ake Program More Responsive/Flexible 

• " rhey should be more flexible about where things are 
on the counter." 

• "1 would like to see more flexibility in the way that 
we could spend the money P^lex Funds]. Give us the 
promotional money and listen to us about what we 
should do. Rve ^body drop s their cigarettes to $1 ^W 

- whe^fTtheymse-flieirf^ would like to give 

a free car wash using' the Flex Fund's." !' 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 











F or R.M. accounts: 


• Retailers expect informed sales reps, who visit 
regularly , and PM is highest-rated company 

? Oversatisfyihg nierchandising expectations 

• R.M. accounts feel the program helps saJes/profits 

• Payments and promotions seem most popular 
’ elements — visibility, category management 
principles less recognized 

• PM not perceived as helping grow total cigarette 

category (RJRAbetter here) , : 

;; ‘ PM perceived podi'ly on flexibility 

• For non-R.M. accounts: 

• Weaker perception of R.M. benefits 

• Non-R.M. accounts prefer RJR (and B&W) to PM 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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3 Work on improving image 1 



• Flexibility (for R.M. and non-R.M. accts.) 

* Create a4e^«estrirtgCTit plan for small^ non-R.M. 

accts. (pay for POS) ^ 

• Category Management education/efforts can help 
' • Responding quickly to account inquiries (1-800 #) 
Keep emphasizing benefits of managing categoiy 

• Mmlboro visibility as vital as promotions, payments 
Continue to de-emphasize TSM merchandising: activities 

• Reinforce extension selling and other sales practices 


Help address counter fixture 


M ‘" /A , , 

f problem 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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f fjsr ^ 
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iX40^ 
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Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Key Retail Masters Elements 










'USSSSitSSBBtA 


* B c)uil;ible Pavineiils 

• riie fiequcucy of piiyinenis \ receive IVom PM is nbout right. 

• 1 he total (iollar anioiint 1 receive from PM i'or participation in their 
incentive program is about right. 

• The program from PM is easy to understand. 

I 

• The requirement to provide sales invoice and cigarette volume | ; 

inhrrmation to i^M is understandable. ; 

• 'Phe fiayments 1 receive tVoin PM are worth the reqnifcments lor i 

participation. 

• The program from PM recognizes the contribution of the total cigarette 

category, not just a single brand. 

* Cate gory Manaecnient y ' 

> PM'srequirements mean that this store ean nianage its cigarelteij, 

1 >' .-A t < .'v'l ’ ' ■ 


in VO 


'tier. 


T ill I ' f- 
' i 


ll. 


• PM's incentive program helps me to do niy job. 

• I^MT facings aiul display requirements are fair. 


r\>. I 

I V A 

m\-V -Z 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Key Retail Masters Elements 

(cont'd) 



ri Profii-Gencratiim 

i; • This store's business would be a lot better off if it weren't for PM’s 
i;: incentive program, (negative correlation) 

- • PM 's sales inceiitive program increases my store’s total protitst 

; • PM's incentive program attects my total cigarette sales and profits. 

• Pailicipalion in the program IVom PM gives me competitive benefits. 

^ SiHci t^oiiciesAniic-Consumi n g Tasks 


The papei vvork and administration for the program takes a lot ot time. 
I^M's recjuirement to feature their brands in all price tiers is not 


ica;>()in 


I !; 





Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 











PART 3; HEADQUARTERS FEEDBACK 



Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 












i .\: -.Ky 




ro m eas ure C - s tore head quarter ret ail er 


service 



• 




s/satistaetion 


To evaluate C-store headquarter retailer 
perceptions of Retail Masters 

To determine possible ways to improve 
Masters and our overall service-Tv' 


-z/' 


r-f- - 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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* 


« 


t’if 16961*^02 



Higher level of expectalidns than at store level 
Same view of expected services 

• Informed TSMs 

• Flexibility 


• Pj'ovide monetary incentives 
Low level of expectations for merchandising aetiv ilies 

• Similar to store level reedback 


Sli'ong belief in prel'erred supplier relationship w 
eisarette manufacturer 


ith 


Mixed feedback on PM US A fiesi 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 














Service Perfomiaiice 






PM USA performance rated lower by HQ than by store 


• Bspecially for "Informed TSMs''v'"Flexibifity''';'dnd 
"Providing ways to reduce supply chain costs" 

Highest evaluations for; 

• Pr(3viding monetary incentives 

• ''GtK)dotvportnnitie^ to rrKrin^ta in-art 
.-cmTtprantcTn’Tnv^ good monetary incentives." 

• Ot'tering merchandising events (Marlboro Van) 
Diflerent perspectives contribute to dirterent perceptions 

• HQ sees the $ rewards, but doesn’t see the daily store 
dynamics 




Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 







Less positive than store level about certain aspects 

• Plan is not easy to understand 

^ -■ ■ ■.—-■ . 

• Rules and regulations worse'fhan expected 
♦ Significant difference from store level 


"It's somewhat inflexible. There's no give and 
take. -Tlvey -waTrt roo'big a piece —- 




Facifigs/POS rcquirenients not widely perceived as 
increasing categoi*y sales 

• Signage, Basie, share of f acings least understood 

• 'They dictate how you fnfi your otf^r ^ 

stocking aaid eouhtcr spots.' 


I 

i 


Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 





jHki tWlMih V 4 


• Make case study presentaljons to HQ personnel f i 
demonstrating business el'lects of Retail Masters — use / 
examples of other (non-local) retailers in the program 

• Start to move their focus from buy side (payments) to 
sell side (higher sales/improvcd mix) 

yj • Assortment and ROM aspects should be addressed 

• Present a more flexible, consultative image— listen to 
their concerns 

• Tell retailers about our Sales changes and philosophy 

• Extension selling — be clear about roles and 
responsibilities at store level 

• The stores are yours (you do the merchandising), but 
we're your categoi'y partners 

• Examine Flex Funds attributes vs. competitive 
co-promotional programs 


■'-r-rlf.C 











Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Source: https://www.industrydocuments.ucsf.edu/docs/nkpx0003 
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Objectives 








0 :To examine dil'ferences in I’elailcr pcrceplions between 
Sthe top three tobacco companies' retail tradeiprograms 

1\) examine Strengths?and weaknesses of 


programs 

• Slmnelhen Retail Mastersfselline s 
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Methodology 


smmmmmmmi 




In-Store interviews with convenience store retailers 

• July 31 st-August28lh, 1995 

• 511 store level owners/managers (quantitative)'; 

Store level analysis focus; 

• PM USA vs. RJR vs. B&W — Retail Trade PrograntN 
• RetaiI*Masters. Part ners.i Perforraancc Plus 







Presentation Contents 



Key Findings — "The Story" 
Detailed Store Level Findings 


General Benei'its/Problenis ol' the d’rade Programs 


Feedback on Rcqnircmcnfs. Features, and Impact 


Summary ; 
ReeomineiKialions 


n95V9 


I St z RwiatMMviffvifVBffef^ivffsnv^i^sfnnvsRnnvfSfs V5«ss iwjB leisvsiiei hswaTaTAI 
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The Story 


• Members ofeaeb 

proizram feel that the proari 

im provides 

benefits 

• Inereased slor 

e traffic, promotional suppo 

rt, deals 

* Similar feedb; 

ack lor each prog rain 


; • Non~R.M. aceoLin 

Its have more extreme led i n 

igs toward 

R.M. than do non 

-menibers of the other two programs 

• More likely U 

) see bendJtSv but also more 

likely to 

sec problems 

• Retailers have fc\ 

vest complaints about PM 1 

ISA’s TSMs 

• R.M. nienibers m 

ore likely to feel payments i 

ire adec|Liaie 

•; $ ancl TSMs s 

eem to be clriving positive f 

ee l i n e s 

t(.)ward progri 

irn/PM USA 


• 'PM •USA raataje; 

fe Ok' T h \ ' ■'fe*' -'t- ^ ^ 

s ■ U|S poof% i ng- n e xi b 1 

e 
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Summary 


_•*'-* ■ ■ .fat d 


iVlembcrs oreach program I'eel ihal Ihc pr()grain provide: 


• Increased store traffic, promotional support, deals 

• Similar Icedback tor each program 

NomR.M. accounts have more extreme (eelings toward 
R.M. than do non-members of the other two programs 

• More likely to see benefits, but also more likely to 


Retailers have lewest complaints about PM USA’s TSMs 

RvM. members more likely to Icel payments are adequulc 

• $ and "rSMs seem to be driving positive feelings 
toward program/PM USA 

PM IJS A matches up p(X)rty for being (lex^i^^ 
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I sjjM- al-^' ■ L 

!' i !A-‘ .4^i a 

iiiWttiiiiiiiiii^^ 


'^Work on inipioviri|^11exiyility (for R.M. and non -R.M. '' 
■accts.) /<^ 

; • Category Management educalion/efforts can help 
(new DCM field position) 

' Bmphasizc benefits of managing cntiic category (retailer 
empathy). ^ 

our strong TSM position, be valued 
category partner/advisor _ _ 

• PM USA is #] , but shouldn't act like a bully ' 

' Popular brand visibility and availability as vital as 
la'omotions and payments 

’ Retailers like $, PM USA likes shipments/share, so: 

• Work with retailers to reduce OOS, improve 
inventory/ROIl position 






















